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ABSTRACT: Marketing means manufacturing or producing those goods and services which 
leads to consumer satisfaction. There is a vast variety of consumers, and to satisfy them one needs 
different marketing strategies. Earlier concept was to earn as much profit without considering 
consumer satisfaction. But with the increase in consumer awareness some marketing concepts has 
emerged to name a few i.e. relationship marketing, event marketing, socially responsible 
marketing, social marketing etc. Social marketing has evolved as a very important part of today s 
world.  But why we need social marketing. Where we see so many problems i.e. drug addiction, 
population explosion, child abuse, child labour, human trafficking, global warming, crime against 
women etc. Social marketing is seen as a tool to create or increase the awareness and to tackle 
those problems. It tries to bring positive change in the society. This paper aims to bring in light 
what are the areas in which it is used and can be used and what are the difficulties in social 
marketing in India. 
Keywords: cause marketing, social problems, change, awareness, welfare. 
INTRODUCTION 
Social marketing is an old concept, but its 
popularity increased in recent years. It is also called 
cause-related marketing. It uses the commercial 
marketing strategies and concepts but not for profit 
but to create awareness, for the wellbeing of the 
masses. Some companies are also using it to create 
a good image in the minds of consumers. Mainly it 
was considered as the public sector or government 
initiative. But now many private companies and 
firms are also using this, whether for a cause or to 
sell a product or service or idea, which in turn help 
to fight a social or environmental problem. India 
started its first social marketing campaign in 1950s 
in the field of family planning. It was a government 
initiative for welfare of the families. But in 1970s 
social marketing was recognised as a tool to fight 
for a cause. Because social marketing means to 
bring a change in peoples thinking, values, attitudes 
and behaviour for good. And this was used 
worldwide by the marketers, especially in the 
health sector to promote hygienic products, 
contraceptives, and awareness for HIV/AIDS etc. 
In U.S. it was used in almost every field by 
government and non government agencies , these 
include health, social and human services, 
transportation, American red cross and the 
American cancer society etc. Now not only 
government and NGOs but private companies are 
also using social marketing. 
MEANING OF SOCIAL MARKETING  
Many people confuse it with marketing of those 
products which are socially acceptable or 
marketable. It is mostly confused with social media 
marketing which means marketing through twitter, 
face book or other social networking sites, 
announcements of some type of public services etc. 
Sometime it overlaps with the marketing for cause, 
not for profit marketing, or marketing by some 
companies to improve its image in the market by 
promoting its product for a cause. But we can say, 
it is also a part of Corporate Social 
Responsibility, because if a company or firm is 
not socially responsible then one can't think 
about the well being of the society. Here take an 
example of global warming. Now people are more 
aware about the issues of climate change and 
global warming, thanks to the environmental 
campaigns worldwide. Now more and more 
consumers want to purchase eco-friendly products 
e.g. CFL light bulbs (now LED bulbs also), power 
saving and environment friendly electric 
equipments ,jute bags instead of polybags. This is 
all because of social marketing, that now 
consumers are thinking about the environment and 
are changing their behaviour for the same. 
OBJECTIVE AND RESEARCH 
METHODOLGY 
Objective of this paper is to highlight the areas 
where social marketing is extensively used, or is it 
really reaching to all the people and the areas 
where it can be used for the good of the people. 
Data is collected from journals, newspapers and 
some social campaigns while focusing on India. 
A BRIEF HISTORY OF SOCIAL 
MARKETING IN INDIA 
 India was the first country to use these marketing 
concepts in the area of family planning in 50 s. But 
it mainly catered to the upper class of the country, 
as prices of contraceptives were very high that only 
well off people could purchase them. In 1960 s it 
launched its very first condom Nirodh, which was 
freely supplied through government hospitals and 
health centers. To reach the masses and for 
effective and efficient distribution  government had 
joined hands with private sector companies like 
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Hindustan Lever, Tata Mills , Bruke Bond Tea to 
name a few. In 80s another oral contraceptive pill 
Mala D was launched by the government and a 
popular slogan was introduced in 90s "hum do 
hamare do" to curb the population problem which 
India was facing at that time. Because of diverse 
population and vast area government was 
becoming inefficient in distribution of health 
products and contraceptives. After that some NGOs 
came into light and the role of public sector 
decreased. Gradually private sector companies and 
NGOs came in front. 
SOME SUCCESSFUL SOCIAL MARKETING 
CAMPAIGNS IN INDIA 
1.Times of India s(TOI)  Lead India and Teach 
India campaign:   
The Times Of India(TOI), one of the best 
newspaper in India and around the world launched 
its Lead India Campaign(2007), to search a person 
who is dynamic and had the vision to lead India 
in next assembly elections and a prize money of 
Rs. 50 lakh was also given to the winner for public 
welfare. R.K. Misra (Uttar Pradesh) winner of this 
who believes in building a corruption free and 
transparent politics. It was followed by the "Teach 
India" campaign in July 2006. The aim was to 
teach underprivileged children in India. TOI 
joined hands with selected NGOs, corporations, 
schools and was promoted through television, print 
media and online. In first phase citizens were 
invited to spend two hours a week teaching 
underprivileged children and to volunteer with a 
non-government organisation in their locality. In 
second phase (2008) it selected those students who 
were willing to dedicate two years to teach 
underprivileged children. This campaign is still 
going strong. It came with very catchy slogans like 
"Teach India-let's learn to teach", "Now yours 
right to educate", "An initiative by you and Be 
nice to your maid's little girl. Don't let her come 
home". Many NGOs i.e. Aaditya, Saahsee, Soch, 
Social Awareness and Voluntary Education 
(SAVE),Vatsalya etc. which are operating in Delhi 
and Mumbai are  actively participating in this 
campaign. British Council is its knowledge partner, 
which designs curriculum and gives training to the 
volunteers. The initiative is to impart spoken 
English skills to underprivileged youth to enhance 
their employability. In 2009 again it came with 
another campaign "Lead India -Let's make this 
vote count", it s aim was to motivate people to 
vote and fight for injustice. 
In all its campaign TOI gave a platform to express 
their views and feelings to the most pressing issues 
of political and education system in India. 
2.Idea Cellular, a leading Indian mobile operator 
started a campaign to use mobile creatively and 
save paper. With its advertising it is coming with 
new ideas every other month. Its first 
advertisement showing bollywood star Abhishek 
Bacchan as a tree asking to save paper and save 
trees was a hit with the masses. Next in line was 
"education for all" in which by using good 
networks and mobile phones education was 
imparted in remote areas. "Mera number Mumbai 
ka toh main Mumbai ka” came when extremist of 
Maharashtra were of the opinion that people from 
U.P. and Bihar should not come there. This showed 
that there should not be any regional or linguistic 
discrimination. Although all these advertisements 
were cleverly designed to promote the company but 
at the same time it was also addressing the social 
problems like waste of paper, education in 
remote areas and linguistic and state barriers 
etc. 
3.Tata Tea's "Jaago re" campaign against 
corruption (2007) which mobilized youth to come 
for voting  by starting a website to ease the voting 
process for the first timers. It worked as 2.8 million 
voters registered on the website from which 0.6 
million were first time voters. Now it s recent 
advertisement which is aired on television "badhi 
patti ,badhi duty puri karne ke liye aur chhoti 
patti chhoti duty ke liye", shows a message that 
one should vote and three persons should not ride a 
bike because it is dangerous. 
4.Procter and Gamble s campaign "Shiksha- 
Padhega India, Badhega India " started in 2005 in 
partnership with NGOs like Save the Children of 
India, Round Table India, Army Wives Welfare  
Association etc. is helping the deprived classes of 
the world. A part of its any product sold goes to the 
upliftment of deprived classes of developing 
countries. From its "Live Learn And Thrive" 
initiative it has improved the lives of more than 300 
million children around the world. In India itself it 
has opened and supported schools in states like 
Himachal Pradesh, Pune, Ladakh etc. Some special 
schools like Sankalp run by Navy Wives Welfare 
Association for differently abled children, Whisper 
Transformation (Parivartan) program educates 
over 2 million adolescent girls annually for 
adopting hygienic  practices for sanitary protection 
and not to miss the school, disaster relief programs 
run by it wherever it is needed like Bihar, Gujarat, 
J&K etc. It provide daily essentials to help the 
displaced people. Pampers and UNICEF are 
working to vaccinate women and children around 
the world from maternal and neonatal tetanus. In 
short each of its product is helping the people in 
some way. 
Following the footsteps Nihar Shanti Amla 
campaigns to change your hair oil with pride as it 
contributes 2% of its profit to children s education. 
In association with NGO CRY it claims to 
educated 10000 children in its first phase, although 
it is a purpose driven marketing to beat the 
competition and to place itself as a better product. 
5. Hindustan Latex Limited a public sector 
company, social marketing in family planning and 
health care became it s motto. To reach the poor 
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and disadvantaged  people it has formed the 
 HLFPPT i.e. Hindustan Latex Family 
Planning Promotion Trust (1992). National AIDS 
Control Organisation (NACO) Consultancy Project 
which was carried out in 1996 on current state of 
blood banks and blood transfusion services became 
the basis of National Blood Policy In 1998. It has 
taken initiatives like distribution of condoms and 
prevention of HIV/AIDS in high risk states. It 
has run its campaign in states like Condom Access 
Building Programme (Tamil Nadu) which resulted 
in launch of Sugam brand of condoms for the state, 
AIDS awareness Campaign in Kerala to promote 
safe sex among the younger, Swastha Gram 
Parijojana (Madhya Pradesh), Chota Sansar Project 
(Uttar Pradesh). HLL s major areas are marketing 
of health care products, health awareness of 
HIV/AIDS, reproductive health issues etc. Till 
now it has effected almost whole of India with its 
projects in positive manner. 
6.India was the first country to ban smoking scenes 
in movies and on television. Government has run 
advertisements  'smoking causes cancer, smoking 
kills' on television, newspapers, radio channels, on 
public places about smoking. Chandigarh became 
the first smoke free state in  2007. The credit goes 
to founder of Burning Brain Society , Hemant  
Goswami. WHO also adopted the strategy to 
develop international best practice guidebook on 
anti smoking.  Even  India banned smoking on 
public places in October 2008. On World No 
Tobacco Day 31st May, 2014 government and 
NGOs resolved in favour of a complete ban on 
advertising, promotion and sponsorship of tobacco 
products.  Cancer Aid Society organised many 
events awareness programmes in Lucknow, 
Mumbai and Kanpur . In Tamil Nadu various 
illustrations were compiled together to create 
awareness of after effects of using tobacco. 
PROBLEMS OR LIMITATIONS IN SOCIAL 
MARKETING IN INDIA 
The global health conference on social marketing 
and social franchising was held in Kochi (India), on 
December 2013, organised by HLFPPT, where 
additional secretary and mission director of 
National Rural Health Mission(NRHM) Anuradha 
Gupta said that India was a pioneer in social 
marketing in health sector. It is extensively used in 
family planning and contraceptives. It is true. But 
there are other areas too where it can be used. 
Although social marketing is widely used in India, 
but it has limited impact on some areas. India is 
facing social problems like family planning, 
smoking, education, HIV/AIDS, child labor, female 
infanticide, hygiene problems, crime against 
women etc. However India has performed 
remarkably well in health and family planning 
sector and education sector. But issues related to 
corruption, human trafficking, child abuse, 
caste discrimination, female infanticide are still 
not widely addressed, eve-teasing, rape are on the 
rise, young generation of urban areas although well 
educated still it is using drugs and tobacco 
products, there are laws related to child labour but 
in streets and markets we can saw children below 
14 years are doing labour work or are involved in 
hazardous work.  The main problems associated 
with social marketing are: 
a. Many companies equate advertising and 
promotion of health products or products which are 
socially needed with the social marketing. It is also 
confused with social media marketing, which is 
mostly used to promote a service, scheme or 
product on internet. 
b. Marketing has gained a poor position in some 
customers mind, because of unethical practices by 
some companies. Customers are of the opinion that 
companies want to sell their products that s why 
they are doing marketing of the product. That s 
why when it comes to the social marketing 
sometime consumers don't believe it. 
c. Government and public sector companies don't 
and can't use the highly expensive medias for social 
marketing due to huge investment. Wrong message 
or unclear message or media used by the 
companies. 
d. Some companies use it to just create a good 
image in the minds of consumers by adopting a 
social cause, e.g. Aircel s "Save Tiger" campaign 
just to highlight the brand but no clarity was in 
there how it will work out, Sahara Q Shop chain 
was to stop adulteration in products, but most of its 
franchisers remains out of stock because of poor 
distribution and high overhead costs. 
e. Sometimes with short span of time huge results 
are expected and only one type of marketing 
strategy is designed for all type of consumers. 
Which results in ineffective social marketing 
campaign. 
f. Some problems are so deep rooted that people 
just don't want to change them specially which are 
related to their religion or customs etc. 
g. Many rural areas of India don't have access to 
television or internet facilities or they are illiterate 
to understand the message. 
SUGESSTIONS 
India has diverse population so social marketing 
campaign should be designed accordingly like used 
by Hindustan Latex Limited and Proctor and 
Gamble. Use clear and simple messages in social 
marketing. The idea or change whatever one wants 
to bring in society should be the need of the hour. 
Proper SWOT analysis should be done before 
launching a social marketing campaign. One type 
of social marketing will not work for long, it 
should be changed accordingly e.g. "Smoking 
causes cancer. Smoking kills" to some extent it is 
becoming ineffective because people and mostly 
the young generation is still using tobacco 
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products. Take an  example where smoking is a 
tradition or part of day to day life simple campaign 
slogan like above mentioned will not work. A 
person having family should be taught that it will 
affect his family ; women are concerned about their 
beauty , they should be taught that it will hamper 
their beauty and health(models smoke to curb 
hunger and to remain slim). Young generation 
usually follows celebrities, thus it should be the 
responsibilities of these people to bring in good 
example like the one given by superstar 
Rajnikanth, he quit smoking after ban in Tamil 
Nadu. Marketing media should be used according 
to the area and according to the target consumers. 
In urban areas people has access to internet, 
television, newspapers but for rural or backward 
areas one to one approach works. Because mostly 
they are illiterate and have strong believes in their 
social set up , women are shy or conservative and 
don't talk to strangers. It becomes difficult to 
change their mindsets and give the message. The 
new concepts like e-chaupal or e-panchayats can be 
used for this purpose. So, proper training should be 
given to the employees or volunteers in this regard 
as is done by TOI in its Teach India campaign, in 
which first training is given to the volunteers and 
employees. Mere talking about social marketing 
and campaign is not enough. To fight for cause 
related to women laws are there like Women 
Protection Act, Domestic Violence Act, many 
schemes are there run by government in which free 
education is given to girl child but at the same time 
crime against women are on the rise , because the 
mindset of the people has not changed and for this 
a very powerful social marketing campaign is 
needed. If a company with a good brand comes 
with any social cause it is definitely followed by 
the consumers. So big companies should come in 
forefront  with government for the causes which 
are still untouched or not much work is done in that 
area. Workers or employees sometime reluctant to 
go to rural areas , for this they should be 
encouraged proper incentives should be given for 
their work. Lastly social marketing should not be 
like charity because it is like a universal truth that 
people don't care or pay much attention to those 
services or goods which are freely  given to them. 
Although goods and services should be easily 
available so that it reaches the concerned people 
but price should be fixed according to their income 
status. 
CONCLUSION 
Social marketing is an effective and widely used 
tool to bring positive change in society. But all 
issues cannot be covered by social marketing alone. 
Education and proper laws and implementation is 
necessary for it. It is important that people should 
believe and accept the change or idea which is 
incorporated in the social marketing. India is a big 
country so social marketing campaign should be 
wide enough to reach wherever it is required. 
Lastly for its success companies should themselves 
take the responsibilities of social wellbeing and 
government should support them. Because social 
marketing is all about to bring positive change 
either through product, service or idea. 
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